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ABSTRACT 

This  report  is  a  survey  and  analysis  of  users  and  vendors  of  computer  letter  services 
and  the  requirements  for  a  potential  new  service.  The  study  analyzed  price  and 
envelope  identification  requirements  particularly. 

The  primary  conclusions  are  that  the  CLS  market  Is  new,  requiring  much  customer 
education.  The  prices  paid  are  typically  in  the  $0.20  to  $0.35  range,  and  the  users 
prefer  their  own  names  on  the  envelope. 
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I   STUDY  BACKGROUND 


I         STUDY  BACKGROUND 


A.  OBJECTIVES 

•  The  basic  objective  of  the  study  is  to  examine  user  requirements  for  a 
potential  computer  letter  service  to  be  offered  by  Western  Union.  Specific 
factors  to  be  analyzed  are; 

The  cost  to  the  purchaser. 

The  value  of  the  Western  Union  name  and/or  other  types  of  letter 
identification  to  addressees. 

B.  SCOPE 

•  The  study  addressed  large  users  and  potential  users  of  computer  letter 
services.  Those  users  included: 

Large  companies  (Fortune  500/50). 

Advertising  agencies  and  other  large  mailers. 

Special  applications  mail  users  such  as  collection  agencies  and  customer 
service  departments. 
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The  study  also  addressed  the  existing  vendors  of  computer  letter  services. 

A  computer  letter  is  defined  as  a  machine-printed  document  with  the  ability 
to  personalize  the  address  and  contents  of  the  letter. 

METHODOLOGY 

INPUT  prepared  a  set  of  questionnaires  for  users  and  for  vendors. 

These  questionnaires  were  discussed  with  Western  Union  staff  and  modified 
accordingly. 

A  list  of  users  and  vendors  was  prepared  for  potential  interviews,  again  with 
some  assistance  from  Western  Union. 

A  total  of  85  user  interviev/s  and  10  vendor  interviews  were  conducted  by 
INPUT  personnel. 

li^PUT  classified  the  user  interviews  into: 

Users  of  computer  letter  services. 

Users  of  other  types  of  outside  mailing  services. 

Users  of  internal  mailing  services. 
The  results  of  the  classifications  are  shown  in  Exhibit  1-1. 
The  survey  sample  of  users  is  shown  in  Exhibit  1-2. 
The  survey  sample  of  vendors  is  shown  in  Exhibit  IV- 1. 
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The  results  of  the  survey  were  tabulated  and  analyzed  by  INPUT  staff,  and  a 
set  of  conclusions  was  drawn. 

These  conclusions  as  well  as  the  sumnnary  of  the  survey  data  were  presented  to 
Western  Union  management  on  January  2 1 ,  1981. 

A  final  report  was  prepared. 


-  3  - 


INPUT 


-4- 


II    MAJOR  CONCLUSIONS 


I 


MAJOR  CONCLUSIONS 


The  market  for  the  provision  of  computer  letter  services  (CLS)  is  new,  the 
form  and  participation  of  which  are  still  emerging. 

Most  of  the  vendors  have  recently  started  to  provide  CLS.  While  some 
of  these  organizations  have  been  in  the  business  of  providing  mailing 
and  other  related  services  for  some  years,  many  are  brand  new  to  the 
business.  Ail  are  still  largely  in  the  experimental  stage  both  in  terms  of 
service  forms  and  features  and  in  terms  of  marketing  methods. 

The  users  are  also  still  experimenting  with  CLS  in  terms  of  when  and 
how  to  apply  the  capability,  which  vendor  to  use,  how  many  letters  to 
send,  etc. 

The  number  of  companies  without  any  experience  with  CLS  is  still 
large. 

A  key  implication  of  this  conclusion  is  that  the  development  of  a  CLS  business 
will  require  extensive  client  support.  This  support  includes  at  least  the 
following  components: 

An  extensive  level  of  customer  training,  particularly  in  the  appropriate 
use  of  CLS  techniques. 
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A  consultative  type  of  sales  organization  which  can  recognize  the 
appropriate  applications  and  provide  the  first  level  of  that  customer 
support. 

A  full  range  of  accessory  services  which  can  provide  assistance  to  both 
the  novice  and  the  experienced  customer.  These  accessory  services 
include  list-selection  and  copy -preparation  assistance,  mail-campaign 
testing,  response  management,  etc. 

The  present  users  of  computer  letter  services  tend  to  be  among  the  most 
sophisticated  users  of  mailing  services. 

They  usually  have  some  level  of  in-house  capability  which  they  use  for 
some  smaller  applications. 

They  tend  to  use  multiple  vendors  of  CLS,  changing  depending  upon  the 
results  of  bidding  or  the  user's  inclination  to  try  a  different  approach. 

Most  of  the  applications  of  CLS  are  sales-promotion-related. 

The  largest  volume  applications  are  all  sales-promotion-related;  i.e.,  to 
prospective  customers. 

Smaller-volume  applications  are  usually  related  to  communications  with 
existing  customers/members/employees. 

Sales  promotion  applications  include: 

Product  and  price  announcements. 

Renewal  notices,  for  example,  for  magazines  or  insurance  policies. 
Fund-raising  appeals. 
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Other  types  of  applications  include: 

Dunning  or  collection  notices. 

Product  recall  notices. 

Special  notices  to  employ ees/nnembers. 
Most  of  these  other  notices  have  higher  values  to  the  users. 

Dunning  notices  can  produce  an  average  of  $25  per  letter  sent. 

Product  recalls  often  have  some  level  of  urgency  with  a  potentially 
very  large  liability  at  stake.  ^ 

Fund-raising  appeals  to  member  groups,  such  as  alumni  associations, 
often  produce  up  to  $100  per  letter  sent. 

Vendors  of  computer  letter  services  are  usually: 

Relatively  small  in  terms  of  total  CLS  revenue.  Usually  they  range 
from  $250,000  to  $2,000,000  in  annual  CLS  revenue. 

Related  to  some  other  business  such  as: 

Mailing  list  ownership  or  malptenance  services. 

Word  processing  services. 

Direct  mail  advertising  agencies. 

Mailing  services. 
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Regional  operators  whose  customers  are  found  v/ithin  a  particular 
metropolitan  area.  There  are  some  exceptions  in  all  of  these 
companies. 

•  Competition  for  customers  among  CLS  vendors  varies  by  region. 

The  vendors  interviewed  in  the  NYC  market  tended  to  regard  other  CLS 
vendors  as  their  primary  source  of  competition. 

The  vendors  interviev/ed  in  other  markets  (Philadelphia,  Boston,  Dallas) 
tended  to  view  the  users  themselves  with  in-house  capability  as  the 
prime  source  of  competition. 

•  The  use  of  in-house  capabilities  for  computer  letter  applications  tends  to  be 
restricted  to  low-volume  applications. 

The  Increasing  availability  of  sophisticated  in-house  capabilities,  par- 
ticularly the  IBM  6670  document  printer,  tends  to  make  the  in-house 
alternative  increasingly  attractive,  at  least  from  an  economic  point  of 
view. 

The  limitation  of  in-house  computer  letter  operations  is  the  lack  of 
added  value  or  support  capabilities.  The  sophisticated  users  recognize 
this  lack.  The  inexperienced  users  only  learn  through  bad  experiences. 

Some  companies  do  the  computer  pr.inting  on  their  in-house  computer  or 
v/ord  processing  systems  and  send  the  printed  materials  to  an  outside 
mailing  service  vendor  for  the  folding,  stuffing  and  posting  operations. 

•  Prices  for  CLS  range  from  $0.20  to  $0.35  per  letter  in  typical  volumes. 

These  prices  include  a  single-page  letter  with  no  enclosures,  not 
including  postage. 
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Enclosures  add  about  one  to  one  and  one-half  tinnes  the  cost  per  piece. 

Computer-printed  letters  typically  cost  about  ten  cents  more  than 
mass-printed  letters. 

•  CLS  vendors  do  have  price  lists,  but  bidding  or  negotiating  for  large  orders  is  a 
common  practice. 

The  bottom  of  the  price  range  given  above  ($0.20  per  letter)  is 
representative  of  a  price  resulting  from  this  bidding  process. 

•  In  examining  the  value  of  the  Western  Union  name  and/or  logo  as  an  attention- 
getting  identification  on  the  outside  of  the  envelope,  most  users  prefer  the  use 
of  their  own  company  name. 

The  preference  of  the  user  company  name  was  in  a  ratio  of  ten  to  one 
over  other  alternatives. 

Any  possible  value  of  another  identification  would  depend  on  the  results 
of  tests  of  responses  to  mailings. 

Some  special  applications,  particularly  dunning  notices,  are  exceptions 
to  this  preference. 

•  The  most  preferred  method  of  gaining  the  reader's  attention  is  the  appearance 
of  hand  typing.  Hand  typing,  as  compared  to  computer-printed  letters, 
includes  the  following  characteristics: 

Typed  envelopes  rather  than  printed  labels  or  window  envelopes. 

Different  color  letterheads  and  signatures. 
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Ill       USER  RESEARCH  FINDINGS 


A.       CLASSIFICATION  OF  USERS 

•  All  of  the  85  users  Interviewed  had  high-volume  mail  applications  currently  in 
operation  within  their  organizations. 

•  These  applications  were  implemented  using  a  variety  of  techniques  which  were 
classified  into  the  following  three  groups: 

Computer  letter  services. 

Other  forms  of  outside  mailing  services. 

Internal  mail  operations. 

•  Computer  letter  services  are  service  companies  which  provide  individualized 
letters  in  medium  to  high  volumes  (50  to  1,000,000  letters)  and  generally 
include  in  their  basic  service  the  printing,  insertion  and  posting  of  these 
letters  for  their  clients. 

•  Outside  mailing  services  perform  all  of  the  above  services  except  the 
individualized  printing  of  the  letters. 
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Both  of  these  types  of  service  providers  often  include  a  wide  range  of  other 
accessory  services  along  with  their  basic  service.  Some  of  these  accessory 
services  include: 

Maintenance  of  client  on  commercial  mailing  lists. 

Data  processing  services,  primarily  zip-code  sorting. 

Assistance  with  copy  preparation  and  experimental  testing  of  mailing 
campaigns. 

Reply  management  including  response  analysis. 

The  internal  mail  operations  are  companies  which  use  their  own  computer 
printing  and/or  mail  room  to  perform  the  mailing  function. 

Frequently  these  inside  mail  operations  are  hybrid  systems;  they  may, 
for  example,  perform  the  letter  printing  in-house  and  send  the  printed 
materials  and  evelopes  to  an  outside  mail  service  for  high-volume 
stuffing  and  posting  operations. 

The  85  total  interviews  were  distributed  among  these  three  classes  as  follows: 


USERS  ORGANIZATIONS 

Computer  Letter  Services  20 
Outside  Mail  Services  37 
In-House  Mail  Operations  28 


Some  of  these  companies  used  different  forms  of  implementation  for  different 
applications.  The  users  were  classified  as  computer  letter  service  users  if 
they  had  any  significant  volume  of  CLS  usage. 


-  12  - 


INPl 


Otherwise  they  were  classified  according  to  their  predominant  applica- 
tion. 

B.  PRICE 

I.        EXISTING  PRICES 

a.  CLS  Users 

•  The  range  of  prices  which  users  now  pay  for  CLS  is  relatively  narrow,  as  shown 
in  Exhibit  lll-l. 

•  Except  for  a  few  low-volume  users,  the  price  range  varies  between  $0.15  and 
$0.30  per  letter. 

•  The  low-volume  users  paid  up  to  $0.45  per  letter. 

•  The  price  is  normalized  to  a  single-page  letter,  without  inserts  and  without 
postage. 

b.  QMS  Users 

•  While  there  appears  to  be  a  much  wider  price  range  among  users  of  outside 
mail  services  (OMS),  as  shown  in  Exhibit  III-2,  the  very  low  prices  apply  to 
applications  which  only  perform  a  labelling  and  posting  function;  e.g.,  catalog 
or  annual  report  mailings.  Therefore  the  actual  range  is  between  $0.08  and 
$0.25. 

Again  the  price  range  is  largely  a  function  of  the  volume  of  letters 
mailed. 
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c. 


In-House  Mail  Services 


•  There  were  far  fewer  responses  on  the  price  of  internal  mail  services,  and 
those  shown  in  Exhibit  1 11-3  demonstrate  a  wide  range,  as  might  be  expected 
from  estimates  of  internal  costs. 

•  As  will  be  shown  later  in  this  report,  the  in-house  users  tend  to  be  much  less 
knowledgeable  than  the  usually  higher-volume  CLS  users.  Hence  these  cost 
estimates  are  subject  to  considerable  question. 

2.        THE  EFFECT  OF  PRICE  CHANGES  ON  VOLUME  SENT 

•  Users  were  asked  a  number  of  questions  designed  to  estimate  volumes  which 
would  be  sent  at  various  prices. 

•  The  most  informative  data  came  from  the  question,  "How  many  more  letters 
would  you  send  if  the  price  were  half  of  that  which  you  are  now  paying?"  The 
results  are  shown  in  Exhibit  III-4. 

•  Only  16%  of  the  respondents  said  that  they  would  send  a  higher  volume. 
0         The  other  84%  would  continue  to  send  the  same  volume. 

•  The  primary  explanation  in  most  of  these  cases  is  that  the  application  volume 
is  fixed  by  other  considerations. 

C.       ANNUAL  VOLUME  REQUIREMENTS 

•  The  annual  volume  of  applications  described  by  the  respondents  range  from 
5,000  to  160,000,000. 
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•  Grouping  the  users  by  classes  of  mail  services  and  by  mail  volume,  as  shown  in 
Exhibit  III-5,  it  can  be  seen  that  the  CLS  users  are  often  very  high-volume 
customers,  whereas  the  internal  mail  systems  users  tend  to  be  the  smaller 
users. 

•  It  should  be  noted,  however,  that  the  high  volume  of  CLS  usage  will  not 
necessarily  all  go  to  one  CLS  vendor. 

Large  users  of  CLS  often  use  multiple  vendors,  sometimes  simulta- 
neously, sometimes  sequentially. 

D>       USERS'  IDENTITY  REQUIREMENTS 

•  A  key  task  of  this  study  was  to  attempt  to  evaluate  the  identification  which 
users  would  prefer  to  have  on  the  envelope  when  it  is  first  seen  by  the 
intended  recipient. 

•  A  sub-task  was  to  attempt  to  place  a  value  on  the  use  of  the  Western  Union 
identification  and  logo  on  the  envelope. 

•  As  shown  in  Exhibit  III-6,  the  vast  majority  of  users  would  prefer  to  have  their 
own  firm's  name  on  the  envelope. 

•  A  few  (three  out  of  20  respondents)  of  the  CLS  users  would  prefer  a  third- 
party  name  on  the  envelope. 

These  applications  were  all  for  dunning  notices. 

•  Most  users  saw  no  value  in  a  third-party  identification  on  the  envelope,  as 
shown  in  Exhibit  ill-7. 
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•  More  importantly,  a  large  number  of  users  belived  that  a  third-party  iden- 
tification would  be  of  less  value  than  their  own  firm's  name. 

•  It  should  be  noted  that  a  "No  Answer"  to  this  question  was  also  taken  to  imply 
"No  Value." 

•  While  no  respondents  mentioned  a  specific  additional  value,  seven  of  the  85 
users  replied  that,  if  there  was  any  additional  value,  it  would  be  determined  by 
the  results  of  test  mailings.  This  is  shown  in  Exhibit  III-8. 


E,       PRINT  QUALITY  REQUIREMENTS 


•  The  results  of  the  user  survey,  shown  in  Exhibit  III-9,  indicate  that  CLS  users 
are  split  about  evenly  in  their  quality  requirements  between  offset,  typewriter 
and  computer  quality. 

•  This  result  may  have  been  distorted  by  the  form  of  the  questionnaire. 

In  the  vendor  interviews  it  turned  out  very  clearly  that  the  most 
preferred  quality,  by  a  wide  margin,  was  that  of  typewriter  appearance. 


F.       ENCLOSURES  NEEDED 


•  In  most  mail  applications,  enclosures  of  some  kind  are  usually  required. 

•  As  shown  in  Exhibit  111-10,  about  75%  of  the  respondents  use  enclosures. 

•  The  enclosure  required  is  usually  related  to  some  form  of  reply  vehicle. 

Most  commonly,  this  includes  a  business  reply  envelope. 
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Usually  it  also  includes  some  form  of  return  document,  sometimes  a 
tear-off  portion  of  the  original  message. 

•  All  types  of  mail  services  send  about  the  same  form  of  enclosures. 
G,       DELIVERY  TIME  REQUIRED 

•  The  response  to  this  set  of  questions  was  more  indicative  of  the  level  of 
sophistication  of  the  respondent  than  it  was  of  the  actual  response  time 
requirements. 

•  Internal  mail  users,  as  shown  in  Exhibit  lll-ll,  often  indicated  a  "one  day" 
response  requirement,  indicating  that  they  didn't  understand  the  question 
and/or  the  capabilities  of  the  mail  system. 

•  Of  more  information  content  are  the  responses  of  the  more  sophisticated  CLS 
users. 

•  The  largest  group  of  these  expressed  a  response  time  in  the  two-  to  three- 
week  range. 

Most  of  these  applications  were  sales-promotion-related. 

•  There  were  a  few  users  and  applications  with  response  times  under  one  week. 

These  applications  usually  involved  notifications  of  some  sort  as 
opposed  to  sales  promotion. 
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H. 


ADVICE  TO  INPUT  CLIENT  FROM  USERS 


•  Respondents  were  asked  to  provide  any  advice  or  suggestions  they  might  have 
for  INPUT'S  client  (unnamed). 

•  The  CLS  users  were  not  only  the  most  knowledgeable  but  also  the  most  helpful 
in  terms  of  providing  advice. 

•  INPUT  classified  the  responses  into  five  categories: 

Markets. 

Product  features. 
Business  strategies. 
Required  capabilities. 
Miscellaneous. 

•  The  paraphrased  responses  are  shown  in  Exhibits  111-12  to  III-IA-. 

•  Most   of   the   users'  comments   fell    into  suggestions  for   required  product 
features. 

Of  these,  price  and  quality  were  the  primary  mentions. 
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IV   VENDOR   RESEARCH  FINDINGS 


IV       VENDOR  RESEARCH  FINDINGS 


A.  VENDORS  INTERVIEWED 

•  INPUT  interviewed  a  total  of  ten  vendors,  all  offering  CLS  and  respresenting  a 
broad  cross-section  of  sizes  and  other  related  businesses. 

The  vendors  are  listed  in  Exhibit  iV-l. 

•  Most  of  these  vendors  are  involved  in  some  other  related  business.  Often  this 
related  business  is  that  vendor's  primary  business  and  CLS  is  a  second  or  add- 
on kind  of  capability. 

B.  VENDOR  PRICES 

•  The  prices  charged  by  vendors  for  CLS  correlate  very  well  with  the  prices 
stated  by  users  of  CLS. 

•  In  Exhibit  lV-2,  the  stated  vendor  prices  are  listed. 

The  vendor  sequence  has  been  changed  from  that  of  Exhibit  IV-l  to 
protect  the  vendors'  proprietary  information. 
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•         The  prices  given  are  the  actual  prices  charged. 


Since  nnany  of  the  prices  are  negotiated  or  subject  to  bid,  the  prices  are 
different  in  many  cases  from  those  listed  on  vendor  price  sheets. 

Bidding,  especially  among  big  users,  is  a  common  practice. 

•  The  range  of  prices  presented  is  usually  a  function  of  the  volume  of  messages 
sent,  but  there  is  also  some  component  of  additional  accessory  services 
included  in  much  of  the  upper  range  of  prices. 

•  As  with  the  user  prices,  INPUT  attempted  to  normalize  the  "typical  price"  to  a 
one-page  letter,  without  inserts  and  without  postage. 

C       CLS  COMPETITION 

•  Four  CLS  vendors  in  the  New  York  City  area  were  interviewed.  Six  CLS 
vendors  from  other  cities  around  the  country  were  also  interviewed. 

•  An  interesting  point  is  that  the  NYC  vendors  regarded  other  CLS  vendors  as 
their  primary  competition. 

•  The  CLS  vendors  in  other  parts  of  the  country  regarded  the  users  themselves 
as  their  primary  competition. 

P.       OTHER  CLS  VENDORS 

•  In  the  course  of  the  user  interviews,  a  number  of  other  vendors  of  CLS  were 
identified.  These  are  listed  in  Exhibit  IV-3. 
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•         About  one-third  of  the  users  would  name  their  CLS  vendor.    Those  that  did 
provide  names  identified  tv/o  or  three  CLS  vendors  which  they  used  regularly. 
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V   FOCUS   OF  ATTENTION 


V        FOCUS  OF  ATTENTION 


•  In  the  course  of  the  study  of  computer  letter  service  users  and  vendors,  two 
other  types  of  considerations,  above  and  beyond  the  scope  of  the  study, 
appeared  as  important.  These  are: 

The  broad  range  of  CLS-related  services. 

The  identification  of  a  few  high-value  markets. 

A.       CLS-RELATED  SERVICES 

•  In  addition  to  the  basic  computer  letter  services,  some  other  types  of 
accessory  or  complementary  services  have  proven  to  be  valuable  to  both  users 
and  vendors. 

I.        DELIVERY  SERVICES 

•  In  most  of  the  applications  for  which  CLS  is  useful,  there  are  usually 
requirements  for  delivering  messages  by  other  means  such  as: 

Mailgram  for  more  urgent  messages. 

Bulk  mail  for  very  high-volume  campaigns. 
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Telephone  marketing  for  situations  such  as  lead  follow-ups. 

•  Most  of  the  users  of  CLS  also  ultilize  such  other  capabilities,  and  their 
association  with  a  prospective  CLS  would  be  very  valuable. 

2.        PERIPHERAL  (OR  ACCESSORY)  SERVICES 

•  In  order  to  use  CLS  properly  or  effectively  it  was  pointed  out  by  both  vendors 
and  sophisticated  users  that  additional  capabilities  are  an  absolute  require- 
ment which  must  be  obtained  somewhere,  preferably  from  the  CLS  vendor. 

•  These  additional  capabilities  include: 

List  management  of  either  users'  proprietary  customer  lists  or  commer- 
cial mailing  lists. 

Consulting  assistance  in  the  preparation  of  effective  copy  and  message 
layout. 

Testing  and  analysis  of  the  response  rates  by  different  types  of 
messages,  audiences,  products,  etc. 


B.       HIGH-VALUE  MARKETS 

•  Some  particular  applications  indicate  a  very  high-value  of  response  for  the 
user.  Since  these  high-value  applications  can  be  corrected  into  very  useful 
reference  sales,  they  are  useful  marketing  targets. 

•  These  high-value  applications  include: 

Alumni  fund-raising  campaigns,  where  the  value  of  $100  return  for  each 
letter  sent  is  not  unusual. 
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Attorney-originated  dunning  letters.  Such  applications  are  an  exclusive 
nuisance  to  most  attorneys  but  very  effective  for  their  client.  A  means 
of  simplifying  the  service  for  attorneys  would  be  valuable. 

Insurance  policy  renewals  are  high-value  response  mailings  for  which 
many  insurance  companies  are  not  adequately  equipped.  A  conversion 
of  such  applications  to  a  service  contract  would  be  an  acceptable 
solution  to  many  such  insurance  firms. 


-  25  - 


INPUT 


-  26  - 


APPENDIX    A:  EXHIBITS 


r 


EXHIBIT  1-1 


CLASSIFICATION  OF  USERS 


NUl'IBER 
OF 

RESPONDENTS 


USERS  OF  COMPUTER  LETTER  SERVICES 


20 


USERS  OF  OTHER  TYPES  OF  OUTSIDE 
MAILING  SERVICES 

USERS  OF  INTERNAL  MAILING  SERVICES 


37 
28 


TOTAL 


85 


INPUT 


J 
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EXHIBIT  1-2 

 ^ 


SURVEY  SAMPLE  BY  INDUSTRY 


CLS       OUTSIDE       INTERNAL  TOTAL 


MANUFACTURING- DISCRETE 

1 

5 

9 

15 

MANUFACTURING-PROCESS 

1 

4 

6 

11 

PUBLISHING 

5 

11 

2 

18 

ADVERTISING  AGENCIES 

1 

5 

1 

7 

COLLECTION  AGENCIES 

2 

0 

4 

6 

CREDIT  CARD  COMPANIES 

2 

0 

1 

3 

BANKS 

3 

3 

1 

7 

INSURANCE 

2 

2 

1 

5 

RETAILERS 

0 

1 

1 

2 

MAIL  ORDER  HOUSES 

1 

5 

0 

6 

EDUCATION 

1 

0 

1 

2 

ASSOCIATIONS 

0 

1 

1 

2 

FUND  RAISERS 

1 

0 

0 

1 

20 

37 

28 

85 

INPUT 
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EXHIBIT  111-1 


 _ 


USERS  OF  COMPUTER  LETTER  SERVICES 


RESPONDENT  LETTER  VOLUME  TYPICAL  PRICE- 

NUMBER  (MILLION/YEAR)  (PER  LETTER) 


1                              -  $0.30 

7                         12.0  $0.20 

10                         12.0  $0.25 

27                          0.005  $0.40 

37                              -  $0.15 

47                          0.15  $0.16 

49                          0.5  $0.28 

55                           1.0  $0.15 

60                          0.05  $0.25 

70                              -  $0.15 

72                         60.0  $0.20 

74                             .030  $0.45 

82                          0.1  $0.23 

AVERAGE  PRICE  $0.24 

PRICE  RANGE.  $0.15  TO  $0.45 

ONE   (1)   PAGE,   NO  ENCLOSURE,   NO  POSTAGE 
V  INPUT 
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EXHIBIT  II1-2 


r 


USERS  OF  OUTSIDE  MAIL  SERVICES 


RESPONDENT 
NL^iBER 


LETTER  V0LL^4E 
(MILL ION /YEAR) 


TYPICAL  PRICE- 
(PER  LETTER) 


5 

1.0 

$  0.0  2-'"' 

24 

60  .0 

$  0.20 

28 

0.2 

$  0.  11 

30 

1.0 

S  0.  10 

38 

0.03 

$  0.  13 

56 

160.0 

$  0.0  2-- 

73 

4.0 

$  0.20 

77 

0.010 

$0.25 

84 

5.0 

$0.08'"- 

85 

0.3 

AVERAGE  PRICE 

$0  .14 

PRICE  RANGE 


(FULL  SERVICE) 
$  0.02  TO  $  0.25 


ONE   (1)  PAGE,  NO  ENCLOSURE ,.  NO  POSTAGE 
LABEL  ONLY 
THIRD-CLASS  >L\IL 


INPUT 
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EXHIBIT  III-3 


USERS  OF  INTERNAL  SERVICES 


RESPONDENT         LETTER  VOLUME         TYPICAL  PRICE'^' 
NUMBER  (MILLION/YEAR)  (PER  LETTER) 


18 

1.0 

$1.50- 

21 

0  .04 

$0.20 

32 

0  .15 

$0.20 

44 

0  .05 

$0.80'-- 

46 

42.0 

$0.17 

65 

1.0 

$0. 10 

83 

0.4 

AVERAGE  PRICE 

$0  .50 

PRICE  RANGE     $0.10  TO  $1.50 


ONE   (1)  PAGE,  NO  POSTAGE 
EXTENSIVE  ENCLOSURES 
ATTORNEY 


INPUT 
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EXHIBIT 


EFFECT  OF  PRICE  REDUCTION 
ON  VOLUME  SENT 


CLS  OUTSIDE  INTERNAL 

SAlnE  VOLUME  13  21  17 

HIGHER  VOLUME  3  4  3 

NO  ANSWER  4  12  8 

20  37  28 


INPUT 
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EXHIBIT  III-9 


QUALITY  REQUIRED 


CLS  OUTSIDE  INTERNAL 

OFFSET                               327o  43%  -  19% 

TYPEWRITER                       32%  42%  72% 

TELEGRAM                              0  Q  '  0 

COMPUTER  PRINTER            32%  11%  9% 

NO  RESPONSE                       4%  4%  0 

100%  100%  100% 


INPUT 
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EXHIBIT  111-10 


ENCLOSURES  NEEDED 

NUMBER  OF  RESPONDENTS 

CLS             OUTSIDE  INTERNAL 

YES                                        17                  21  23 

NO                                          3                  13  5 

NO  ANSWER                             0                    3  0 

20                 37  28 

TYPE  OF  ENCLOSURE  NEEDED 

CLS            OUTSIDE  INTERNAL 

ONE  PAGE                               8                  16  14 

MORE  THAN  ONE  PAGE            5                    9     ■  13 

BUSINESS  REPLY 

ENVELOPE                            12                   17  17 

OTHER.  (POSTCARDS. 

COUPONS,   SAMPLES,  ETC.)    4                  11  7 

 INPUT  ^ 
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EXHIBIT  Ill-n 


DELIVERY  TIME  REQUIRED 


NUMBER  OF  DAYS 
COPY  CREATION  TO  RECEIVER  DELIVERY 


CLS             OUTSIDE  INTERNAL 

AVERAGE  NUMBER 

OF  DAYS                         11.2                9.6  3.8 

NUMBER  OF  RESPONDENTS 

CLS            OUTSIDE  INTERNAL 

ONE  DAY                                 1                    2  6 

TWO  TO  SEVEN  DAYS              4                  13  9 

MORE  THAN  SEVEN  DAYS         8                   15  .2 

NO  ANSWER                              7                    7  11 

TOTAL                             20                  37  28 
 —  INPUT 
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EXHIBIT  III-12 


r 


ADVICE  TO   INPUT  CLIENT  FROM 
USERS  OF  COMPUTER  LETTER  SERVICES 


(20  RESPONDENTS) 
(46  MENTIONS) 


#  MENTIONS 


LOOK  AT  SPECIFIC  MARKETS 

WORD  PROCESSOR  REPLACEMENT  (1) 
PUBLICATION  COMPANIES , (2) 
FUND-RAISING  COMPANIES  (1) 
COMPANIES  THAT  SENT  SAMPLES  (1) 
"PAST  DUE"  BILLING  (1) 
SMALL  COMPANIES  (1) 

AVOID  CERTAIN  MARKETS 

CATALOG  COMPANIES  (1) 

PRODUCT/ SERVICE  CHARACTERISTICS 

FLEXIBILITY  (2) 
COMPETITIVE  PRICING  (7) 
DEPENDABILITY/RELIABILITY  (1) 
HIGH  QUALITY  (3) 
TIMELINESS  (1) 
LEVEL  OF  SERVICE  (2) 


16 


INPUT 
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EXHIBIT  111-12  (CONT.) 


r 


ADVICE  TO   INPUT  CLIENT  FROM 

USERS  OF  COMPUTER  LETTER  SEPvVICES  -  continued 


#  MENTIONS 

DCs  AND  DON'Ts  10 

DIFFERENTIATE  BETWEEN  EM  AND 
DIR.M  (1) 

TEST  AND  DEBUG  APPLICATIONS  (2) 
MUST  BE  STATE  OF  THE  ART  (1) 
BE  AWARE  OF  SOFTWARE  PACKAGES  (1) 
AVOID  "OCCUPANT  LOOK"  (1) 
BETTER  ENVELOPE  DESIGN  (1) 
HAVE  INDUSTRY  SECTOR  LISTS  (1) 
BE  ORGANIZED   (NON-CHAOTIC)  (1) 
DON'T  PRETEND  ITS  A  TELEGP^^.M  (1) 

NEEDED  CAPABILITIES/TALENTS  '  6 

CREATIVE  PEOPLE  (2) 
PROGRAMMER  (1) 
MARKETING  (1) 

LEGAL  ASPECTS  OF  COLLECTION  (1) 
CIRCULATION  AUDIT  EXPERTISE  (1) 


INPUT 
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EXHIBIT  111-12  (CONT.) 


ADVICE  TO   INPUT  CLIENT  FROM 

USERS  OF  COMPUTER  LETTER  SERVICES  -  continued 


#  MENTIONS 

MISCELLANEOUS  6 

TREND  IS  TO  GO  INTERNAL  (1) 

WILL  GO  OUT  BUT  NOT  FOR  CLS  (I) 

MUST  OFFER  MORE  THAN  LETTER 
SERVICE  (1) 

SUCCESS  DEPENDS  ON  OUTSIDE 
FACTORS;   e.g.,   ECONOMICS  (1) 

HIGHLY  COMPETITIVE  (1) 

THERE  IS  A  MARKET  (1) 


/ 


INPUT 
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EXHIBIT  111-13 


r 


ADVICE  TO  INPUT  CLIENT  FROM 
USERS  OF  OUTSIDE  SERVICES 


(37  RESPONDENTS) 
(50  MENTIONS) 


#  MENTIONS 


LOOK  AT  SPECIFIC  MARKETS  .10 

INSURANCE  AGENCIES  (1) 
MAGAZINE  PUBLISHERS  (2) 
CONSUMER  APPLICATIONS  (1) 
BUSINESS  CORRESPONDENCE  (1) 
VERTICAL  MARKET  SEGMENTS  (I) 
MAIL  ORDER  BUSINESS  (2) 
INTERNAL  GROUPS   (EXXON. TRAVEL)  (1) 
LESSER-KNOWN  COMPANIES  (1) 

AVOID  CERTAIN  MARKETS  3 

INSURANCE  COMPANIES  (1) 
NON-PROFIT  COMPANIES  (2) 


-  INPUT 
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EXHIBIT  111-13  (CONT.) 


  ^ 


ADVICE  TO   INPUT  CLIENT  FROM 

USERS  OF  OUTSIDE  SERVICES       -  continued 


#  MENTIONS 

•  PRODUCT/ SERVICE  CHARACTERISTICS  20 

FLEXIBILITY  (1) 
COMPETITIVE  PRICING  (5) 
LEVEL  OF  SERVICE  (3) 
RELIABILITY  (4) 
HIGH  QUALITY  (4) 
TIMELINESS  (3) 

•  DOs  AND  DON'Ts  3 

WORK  THROUGH  AD  AGENCIES  (1) 

OFFER  BETTER  DELIVERY  TIME.(l) 
AND  COST  SAVINGS  (1) 

TEST  EXTENSIVELY  AND  REFERENCE 
SELL  (1) 

«  NEEDED  CAPABILITIES/TALENTS  7 

NEED  A  "GIMMICK"  (2) 

GOOD  COMPUTER  LIST  MAINTENANCE  (2) 

JET  INKING  (1) 

LOCATION  IS   IMPORTANT  (1) 

ON-LINE  UP-DATE   (TO  LISTS  AND 
COPY)  (I) 


INPUT  
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EXHIBIT  111-13  (CONT.) 


ADVICE  TO  INPUT  CLIENT  FROM 

USERS  OF  OUTSIDE  SERVICES       -  continued 


#  MENTIONS 

MISCELLANEOUS  7 

TRIED  CLS  FOR  DUNNING  -  RESULTS 
ONLY  FAIR  (1) 

PLANNING  TO  GO  INSIDE  (1) 

NO  NEED  FOR  SERVICE  (2) 

PERSONALIZED  LETTERS  ARE 
OVER- EXPLOITED  (1) 

WOULD  USE  TO  REPLACE  KiAILGRAM  (1) 

COMPUTER  PRINTING  DOES  NOT  SHOW 
PROFESSIONAL  IMAGE  (1) 


INPUT 
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EXHIBIT  111-14 


r 


ADVICE  TO  INPUT  CLIENT  FROM 
USERS  OF  IN-HOUSE  SERVICES 


(28  RESPONDENTS) 
(27  MENTIONS) 


#  MENTIONS 


LOOK  AT  SPECIFIC  MARKETS  3 

COLLECTION  AGENCIES  (2) 
UNIVERSITIES  (1) 

AVOID  CERTAIN  MARKETS  0 

PRODUCT/ SERVICE  CHARACTERISTICS  14 

FLEXIBILITY  (3) 
COMPETITIVE  PRICING  (5) 
LEVEL  OF  SEPvVICE  (0) 
RELIABILITY  (1) 
HIGH  QUALITY  (3) 
TIMELINESS  (2) 

DOs  AND  DON'Ts  3 

DON'T  USE  PRINTED  F0R:'IS(1) 

MAKE  SIGNATURES  LOOK  AUTHENTIC  (1) 

FIND  A  NICHE  (1) 


INPUT  ^ 
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EXHIBIT  111-14  (CONT.) 


r 


ADVICE  TO  INPUT  CLIENT  FROM 
USERS  OF  IN-HOUSE  SERVICES 


NEEDED  CAPABILITIES 

SHOULD  BE  PART  OF  COMPLETE 
BILLING  SYSTEM  (1) 


MAIL  LIST  ANALYSIS  (1) 


MISCELLANEOUS 


QUESTIONABLE  OR  NO  NEED  (2) 

DIFFICULT  TO  COMPETE  WITH 
WORD  PROCESSING  (1) 

NO  INTEREST  (1) 

ONLY  IN  EMERGENCY  (1) 


#  MENTIONS 


INPUT 
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EXHIBIT  IV-1 
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EXHIBIT  IV-3 


CLS  USED  BY  USERS  INTERVIEWED 


GA  SMITH 

LA  SALLE 

KURT  VOLK 

HODES-DANIEL 

WEB  CRAFT 

VISUAL  SERVICES 

AUTOMATED  MARKETING 

NATIONAL  DATA  COR.PORATION 

NEODATA 

MERCHANDISING  METHODS 
THE  i4AILING  HOUSE 
KRUPPS  MAILING  HOUSE 
JETSON 
PUB /DATA 
R  L  POLK 

COMPUTER  COLLECTIONS 

SMITH,   HEM14INGS,  GOSDEN 

PERSONAL  COMMUNICATIONS 
SYSTEMS 


SANTA  CLARA,  CA 


NEW  YORK,  NY 


LONG  ISLAND,  NY 
NEW  YORK,  NY 
NEW  YORK,  NY 
DETROIT,  MI 
DETROIT,  MI 
ATLANTA,  GA 
BOULDER,  CO 
SAN  FRANCISCO,  CA 
LOS  ANGELES,  CA 
LOS  ANGELES,  CA 
NEW  YORK,   NY  • 
CHICAGO,  IL 
DETROIT,  MI 
SAN  FRANCISCO,  CA 
LOS  ANGELES,  CA 


SHAWNEE  MISSION,  KS 


INPUT 
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APPENDIX   B:  QUESTIONNAIRES 


CATALOG  NO.    lYlr.iT.iSl   I  I 


USER  QUESTIONNAIRE 


I.        Does  your  firm  (or  organization,  association)  now  use  any  volume  mailing 


services , 


(    )  YES  Next  question. 
(    )  NO  Go  to  question  16. 


2.        Which  services  do  you  use? 


3.        Please  describe  the  application, 
a.        Content  of  mailing  


b.        Number  of  letters  per  mailing  batch 


c.        Frequency  of  mailing  batches 


4.        What  improvements  would  you  like  to  see  in  the  way  in  which  these  mailings 
are  handled  (such  as  letter  delivery  time  or  shorter  notification  time)? 


■J 


5.        What  are  the  costs  for  mailing  these  letters?  Do  you  qualify  for  a  discount 
arrangement  with  your  vendor? 
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INPUT 


6. 


CATALOG  NO.    nlClUSl   I  1 
How  many  more  letters  would  you  send  if  the  price  were  half  of  that  amount? 


How  many  at  $.25  per  letter  ?  $.50  per  letter 

$1.00  per  letter  ? 

7.        How  long  are  your  letters  (In  number  of  pages)? 


8.  What  level  of  print  quality  is  required? 

Offset  print  quality  (  ) 

Typewriter  quality  (  ) 

Telegram  quality  (  ) 

Computerized  bill  quality  (  ) 

9.  Do  you  require  inserts  with  the  letter? 

(    )  YES  Next  question 
(    )  NO  Go  to  question  12. 

/ 
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CATALOG  NO.  lYlf.fT.IS 


10.       What  kind  of  inserts? 

Preprints  -  I  page  (  ) 

Preprints  -  More  than  1  page  (  ) 

Return  envelope  (  ) 
Other  -  Describe. 


How  much  more  do  (would)  you  pay  for  these  inserts? 


2.       Do  you  need  a  capability  to  place  variable  data  within  the  message  text? 
(e.g.,  amounts,  appointment  times,  part  numbers,  etc.) 

(    )YES         (  )N0 

13.  The  identification  of  the  sending  organization  on  the  face  of  the  envelope  is 
often  important  in  achieving  readership.  Is  this  an  important  factor  in  your 
application? 

(    )  YES        (   )  NO 

14.  What  identification  would  you  prefer  the  addressee  see  on  the  envelope? 

Your  firm's  name  (or  logo)  (  ) 

The  name  of  the  large  company 

offering  the  service. 

(e.g.  GM,  GE,  IBM,  Exxon,  etc.)        (  ) 

The  name  of  a  communications 
company. 

(e.g.  AT&T,  W.U.,  RCA)  (  ) 

Some  attention  getting  name 

or  logo  (  ) 
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CATALOG  NO.  lYlClT.IS 


How  much  would  you  be  willing  to  pay  for  the  use  of  an  attention  getting 
company  name  or  logo? 


How  long  an  interval  can  you  tolerate  between  your  creation  of  a  mailing  and 
the  delivery  to  the  addressees? 


Do  you  have  any  advice  for  our  client  in  his  planning  for  this  service? 


Do  you  perceive  any  (other)  applications  in  your  firm  for  which  such  a  mailing 
service  could  be  useful? 

(    )  YES  Go  to  question  3. 
(    )  NO  Next  question. 

Can  you  suggest  any  other  groups  within  your  organization  which  are  likely  to 
have  such  an  application? 

(    )  YES  Next  question. 
(    )  NO  Go  to  question  20. 
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CATALOG  NO.    lYlrtT.I^I  PT 


Who  within  this  group  would  be  the  appropriate  individual  to  discuss  this 
application? 


Thank  you  very  much.  (Ternninate  interview) 
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CATALOG  NO.    lYlnlT.lRl  Tl 


VENDOR  QUESTIONNAIRE 


I.        Please  describe  your  service. 


2.        In  what  cities  do  you  place  letters  into  the  mail  delivery  system? 


3.        How  do  your  customers  interface  with  your  system?  In  other  words,  how 
do  they  get  their  messages  and  address  lists  to  you? 

Physical  delivery  (  ) 

Telecommunications  link        (    )  = 

^.        For  what  typical  applications  Is  your  service  most  appropriate?  Examples 
if  possible. 


-  56  - 


INPl 


CATALOG  NO.  [YlffT.I^ 


5.        What  are  the  typical  mailing  volumes  of  your  users?  (Suggest  letters  per 
month) 


6.        Describe  the  price  structure  of  your  product  including  discounting  policies? 


7.        Specifically,  how  do  you  charge  for  handling  magnetic  media? 


8.        What  companies  do  you  consider  to  be  your  strongest  competitors?  Where 
are  they  located? 


9.        Hov/  long  have  those  companies  been  in  business? 
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CATALOG  NO.    |YI  CfT.IS 


How  do  most  computer  letter  organizations  market  their  products? 


Direct  salesmen 
Advertising 
Advertising  agencies 


If  an  ad  agency  or  another  third  party  Is  involved,  do  you  pay  them  a  commission? 
How  is  the  fee  structured? 


What  additional  services  are  commonly  provided?  (e.g.,  copywriting,  list 
sorting,  etc.) 


Are  prices  usually  firm  or  are  they  negotiated? 


Do  you  have  long  term  contracts  with  many  of  your  customers? 


V/hat  product  or  vendor  features  affect  the  price  users  will  pay? 
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CATALOG  NO.    lYICILISI  f 


6.       What  advice  would  you  give  to  potential  users  of  a  high  volume  computer 
mail  service? 


17.      Thank  you.  In  closing  would  you  send  any  publically  available  product  pricing 
or  company  literature? 

(    )  YES         (    )  NO 

Send  to: 

INPUT 

Park  80  Plaza  West  -  One 
Saddle  Brook,  NJ  07662 
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